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Consider:	Communication	as	Agency	?
(	with	regard	to	Burke’s	Dramatistic Pentad)
• Do	annual	reports	serve	stakeholder	/ shareholder	
information	&	communication	needs	in	the	emerging						
“	spaces	of	collective	interests	“	?
• “...new	shareholder	paradigm	and	with	it	needs	to	be	
new	way	of	reporting...Integrated	reports	offer	a	fresh	
start”
• Agency		v		Voice	?
Leuner J.(March-April,	2012)	Communication	World
http://www.accountability.org/about-
us/news/accountability-1/trends-in-cr-
reporting.html
http://www.accountability.org/index.h
tml
• Our	vision	is	of	a	world	where	people	have	a	say	in	the	
decisions	that	have	an	impact	on	them,	and	where	
organisations	act	on	and	are	transparent	about	the	
issues	that	matter.
• At	the	core	of	our	work	is	the	AA1000	Series	of	
Standards	based	on	the	principles	of:
• Inclusivity - people	should	have	a	say	in	the	decisions	
that	impact	on	them
• Materiality - decision	makers	should	identify	and	be	
clear	about	the	issues	that	matter
• Responsiveness - organizations	should	be	transparent	
about	their	actions
http://www.phillipsgroup.com.au/insights/opinions/100-insight-13a-non-
financial-reporting-trends
https://www.globalreporting.org/information/current-priorities/integrated-
reporting/Pages/default.aspx
The	project
• Rationale:	Rethinking	Communication,	Space	
and	Identity
• R	Q:	“Within	online	corporate	annual	reporting	
for	a	globalised	world,	whose	voice is	being	
heard?”
• Approach	:
Communication	as	Agency	or	Voice	?
Within Non-financial	reporting/
Integrated	reporting	
• Content	analysis:	NZ	Post	Group	Annual	Reports
Towards	Integrated	Reporting	(IIR)
or	
Communicating	value	in	21C?
An	integrated	report	is	a	concise	
communication	about	how	an	
organization’s	strategy,	
governance,	performance	and	
prospects,	in	the	context	of	its	
external	environment,	lead	to	
the	creation	of	value	in	the	
short,	medium	and	long	term.
www.theiirc.org
http://integratedreporting.org/r
esource/international-ir-
framework/
Role	of	GRI	Reports	&		International	
Integrated	Reports	(IIR)	– VOICE	?
http://integratedreporting.org/th
http://corporatereportingdialogue.co
scope

• Comparability
• Comparability	is	of	great	value	to	the	reader.	
Using	globally	acknowledged	reporting	
frameworks	such	as	GRI	(Global	Reporting	
Initiative)	or	IR	(Integrated	Reporting)	makes	
the	information	more	valuable	to	the	reader	
as	it	allows	to	objectively	comparing	the	CSR	
and	sustainability	performance	of	
companies.	This	in	turn	gives	the	reader	the	
opportunity	to	make	fact-based	and	better-
informed	decisions,	for	example	when	it	
comes	to	ethical	investments.	A	report	based	
on	a	framework	allows	an	easy	and	fast	
access	to	all	important	company	information	
in	the	field	of	CSR	and	sustainability.
• Transparency
• General	transparency	has	certainly	increased	
thanks	to	awareness-raising	reporting	
initiatives	like	GRI	and	IR.	However,	there	are	
still	many	companies	only	reporting	on	
particular	indicators.	Only	a	full	disclosure	of	
all	relevant	GRI	indicators	makes	a	report	
more	comprehensible	and	credible.	
Additionally,	external	assurance	gives	
company	information	more	reliability	and	
significantly	underlines	the	credibility	of	the	
report.file:///S:/Research/Four%20Principles%20To%20Create%20A%20More%20Credible%20CSR%20Report.htm
Voice	??Influence	of	CSR	
Ratings?
Voice	??
http://www.lu
ndquist.it/wha
ts-on/white-
papers
http://www.reportalert.info/latest
Voice	??
http://www.lundquist.it/350-
stakeholders-give-us-input-future-
csr?cat_slug=whats-on/news
Voice	??
http://www.lundquist.it/experti
se/csr Voice	??
Case:	NZ	Post	Group
http://www.nzpost.co.nz/
http://www.nzpost.co.nz/
“	It’s	an	accountability	document	,	not	a	marketing	document	“
Mark	Yeoman,	CA,	CFO		NZ	Post
(	Business	Journal	Dec	2013)
“	it	provides	a	way	to	really	talk	about	the	non-financial	dimensions	of	
the	business...not	only		terms	of	accountability	...explaining	our	
strategies	for	managing	them	“				...(ibid)	
The	Six	Capitals
.......what	they	mean	for	the	New	
Zealand	Post	Group :
Our	People				 Human	Capital
The	composition	of	our	people,	
their	skills,	engagement	and	how	
we	are	developing	them
Our	Environment				 Natural	Capital
How	we	have	used	natural	
resources	to	carry	out	our	business
Our	Relationships											Social	&	
Relationship	Capital
The	relationships	we	have,	and	how	
we	have	added	value	to	those	
stakeholders
Our	Networks Manufactured	
Capital
The	physical	assets	we	hold	that	
combine	to	create	our	nationwide	
network
Our	Finances																						Financial	Capital
The	pool	of	funds	available	to	us,	and	
where	it	comes	from
Our	Expertise	 Intellectual	Capital
Our	knowledge,	skills	and	special	abilities,	
and	how	we	have	developed	these		
sources																																																					
NZPost AnnualReview 2013
Conclusions
Communication	as	Voice	 /	AGENCY		?
• Online	communication	reporting			.....increasing	(ie content		and	formats	)
• Impact	/	influence			of	external	benchmarking
(	eg	GRI	/	IIR	/	Ratings	/	Alerts	)
Clearly	show….
Move	from:
role	&	impact	of	shareholders	
to
role	&	impact	of	stakeholder			VOICES?
…………in	a	globalised	world	
